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Abstract: In the contemporary digital landscape, social media has revolutionized the way businesses engage with consumers,
offering unparalleled opportunities for brand-consumer interactions. This paper investigates the dynamics of social media
marketing, focusing on consumers in the National Capital Region (NCR) and Haryana. Through a survey of 400 primary
buyers in Delhi/NCR households, this study explores consumer attitudes and behaviors towards social media advertising.
The research employs exploratory factor analysis to identify key factors influencing social media advertising effectiveness.
Results reveal four significant components: Engagement and Affiliation, Avoidance Behavior, Sharing Behavior, and
Perceptual Responses. These findings offer valuable insights for businesses seeking to optimize their social media marketing

strategies in the dynamic digital landscape.
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I. INTRODUCTION

In the digital age, the proliferation of social media platforms has transformed the landscape of marketing, offering
unprecedented opportunities and challenges for businesses to engage with consumers. Social media marketing has emerged as a
powerful tool for brands to connect with their target audiences, build relationships, and drive business outcomes. From
Facebook and Instagram to Twitter and LinkedIn, social media platforms have become integral channels for marketers to reach
and influence consumers in real-time. Amidst the dynamic and rapidly evolving nature of social media, businesses must
navigate a complex terrain to effectively leverage these platforms for marketing purposes. Understanding user behavior,
platform algorithms, and emerging trends is essential for crafting successful social media marketing strategies. Previous studies
have emphasized the importance of understanding consumer motivations for engaging with brand pages on Facebook (Kumar &
Mirchandani, 2012) and exploring factors influencing consumer engagement with brands on social media (Muntinga et al.,
2011). These studies highlight the significance of authenticity, relevance, and interactivity in driving consumer engagement on
social media platforms. Moreover, the rise of influencer marketing has reshaped the social media marketing landscape, with
influencers playing a pivotal role in shaping brand perceptions and influencing consumer behavior. Research by De Veirman et
al. (2017) has demonstrated the impact of influencer marketing campaigns on brand attitude, emphasizing the importance of
authentic and transparent partnerships between brands and influencers. Additionally, the integration of social media and e-
commerce, known as social commerce, has gained traction in recent years. Studies such as Kim and Ko (2012) have examined
the factors influencing consumer adoption of social commerce platforms, highlighting the role of social influence, perceived
usefulness, and trust. By synthesizing existing literature and empirical research, this paper seeks to offer insights and guidance

for businesses seeking to harness the full potential of social media marketing to achieve their marketing objectives.
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Il. REVIEW OF LITERATURE

The literature on social media marketing spans various disciplines, including marketing, communication, psychology,
and sociology, reflecting the interdisciplinary nature of this field. Scholars have examined a wide range of topics related to
social media marketing, including consumer behavior on social media platforms, the role of influencers in shaping brand
perceptions, and the effectiveness of different marketing strategies. One key area of research in social media marketing is
consumer engagement. Scholars such as Kumar and Mirchandani (2012) have explored how brands can engage consumers
through interactive and participatory content on social media platforms. Similarly, Muntinga et al. (2011) investigated the
factors influencing consumer engagement with brands on social media, highlighting the importance of authenticity, relevance,
and interactivity. Another prominent topic in social media marketing literature is influencer marketing. Influencers, individuals
with large followings on social media platforms, have become increasingly influential in shaping consumer attitudes and
behaviors Zeng, F et. al.(2009). Research by De Veirman et al. (2017) examined the effectiveness of influencer marketing
campaigns, finding that authentic and transparent partnerships between brands and influencers are crucial for building trust and
credibility with consumers. Furthermore, the emergence of social commerce has garnered significant attention from researchers
and practitioners alike. Social commerce refers to the integration of social media and e-commerce, enabling consumers to
purchase products directly within social media platforms Srinivasan, et. al. (2015). Kim and Ko (2012) explored the factors
influencing consumer adoption of social commerce platforms, highlighting the role of social influence, perceived usefulness,
and trust. In addition to these topics, scholars have also investigated the impact of social media marketing on brand equity,
customer relationship management, and organizational performance. By synthesizing and critically evaluating existing
literature, this paper aims to provide a comprehensive understanding of the key concepts, trends, and challenges in social media

marketing, offering valuable insights for businesses and researchers alike.
I11. RESEARCH METHODOLOGY

The population for this study comprised residents of the National Capital Region (NCR) and Haryana. A total of 400
respondents, who were primary buyers in households located within Delhi/NCR, were surveyed. Delhi/NCR encompasses 11
districts of Delhi (New Delhi, North Delhi, North West Delhi, West Delhi, South West Delhi, South Delhi, South East Delhi,
Central Delhi, North East Delhi, Shahdara, and East Delhi), 4 districts of Haryana, and 1 district of Uttar Pradesh (Faridabad,
Gurgaon, Rohtak, and Panipat). Data collection utilized a questionnaire and practical sampling technique. The questionnaire
comprised two sections: the first section gathered demographic data, while the second section focused on evaluating elements of
social media advertising using a five-point Likert scale. Respondents rated statements ranging from strongly agree to strongly

disagree.
IV. RESULTS

Respondents were presented with 19 statements representing social media advertising and asked to rate them on a five-
point Likert scale. The study utilized exploratory factor analysis to uncover the primary latent components influencing social
media advertising. Exploratory factor analysis serves as a data reduction technique, condensing numerous variables into a few
diverse latent components. The naming of these components is guided by the categories of variables each component comprises.

Table 1: KMO and Bartlett's Test of social media marketing

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .845
Approx. Chi-Square 9733.210
Bartlett's Test of Sphericity | df 171
Sig. .000

© 2018, IJARCSMS All Rights Reserved ISSN: 2321-7782 (Online) Impact Factor: 7.327  ISSN: 2347-1778 (Print) 90| Page



Kiran International Journal of Advance Research in Computer Science and Management Studies
Volume 6, Issue 10, October 2018 pg. 89-93

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy for the dataset is found to be .845, indicating a high level
of adequacy for conducting factor analysis. This value suggests that the variables included in the analysis are sufficiently
correlated, making them suitable for further exploration through factor analysis. Additionally, Bartlett's Test of Sphericity
yielded an approximate chi-square value of 9733.210 with 171 degrees of freedom and a significance level of .000.

Table 2: Total Variance Explained by items of social media marketing

Compone | Initial Eigenvalues Extraction Sums of Squared | Rotation Sums of Squared
nt Loadings Loadings
Total % of | Cumulative | Total % of | Cumula | Total |% of | Cumulative
Variance |% Variance |tive % Variance | %
1 5.117 26.930 26.930 5.117 26.930 |26.930 [4.344 |22.861 |22.861
2 4,766 25.086 52.016 4,766 25.086 |52.016 |4.164 |21.918 |44.779
3 3.047 16.039 68.055 3.047 16.039 |68.055 |3.448 |18.145 |62.924
4 1.961 10.322 78.378 1.961 10.322 |78.378 |2.936 |15.453 |78.378
5 .796 4,191 82.568
6 571 3.007 85.575
7 .397 2.090 87.665
8 .346 1.819 89.484
9 .293 1.543 91.026
10 .265 1.393 92.419
11 .228 1.202 93.621
12 .210 1.104 94.724
13 .194 1.023 95.748
14 175 .918 96.666
15 157 .829 97.495
16 .143 754 98.249
17 136 716 98.965
18 115 .604 99.569
19 .082 431 100.000
Extraction Method: Principal Component Analysis.

The initial eigen values for the components ranged from 5.117 to 0.082, accounting for percentages of variance between
26.930% and 0.431%. In the extraction sums of squared loadings, the percentages of variance explained by each component
were consistent with those in the initial eigen values, ranging from 26.930% to 0.431%. Similarly, the rotation sums of squared
loadings revealed percentages of variance between 22.861% and 0.431%. Through principal component analysis, four
significant components were identified, explaining cumulative percentages of variance of 78.378%, 62.924%, 44.779%, and
22.861% respectively. These components represent the key latent factors impacting social media advertising, as determined by
the exploratory factor analysis.

Table 3 : Rotated Component Matrix of social media advertising

Component

1 2 3 4
Engaging with the brand's Social Media communities keeps
me informed about their latest activities.

921
| take pride in being a member of the brand's Social Media 915
communities. '
I sense a personal connection with the brand through their

. . 912

Social Media presence.
| foster a meaningful relationship with the brand over time. 911
Joining the community allows me to feel more connected to 905
the brand. '
| often switch tabs to avoid viewing Social Media ads. 933
I mute the device to avoid hearing advertisements. .923
I divert my attention to other tasks while ads are playing. .908
I close tabs or windows containing ads to minimize exposure. .816
I scroll past ads to quickly bypass them. 812
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I engage in discussions about ads within my Social Media
circle.
I download ads and share them on my Social Media profile. .869
I pass along ad links to my friends for their consideration. .852
| tag friends in ads that | think they might be interested in. .834
Occasionally, I share ads I dislike just to provoke reactions in

. S .530
my Social Media circle.
Social Media ads evoke various emotions in me. .879
I find Social Media ads to be informative and beneficial. .848
Social Media ads often evoke feelings of nostalgia. .808
Social Media ads contribute to a sense of comfort and 747
familiarity. '
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 10 iterations.

.900

The principal component analysis revealed four distinct factors that capture various aspects of individuals' interactions
with Social Media brand communities and advertising content. The first factor, labeled as "Engagement and Affiliation,"
encompasses statements related to actively engaging with the brand's Social Media communities, feeling a sense of connection
and pride as a member, and fostering a meaningful relationship with the brand over time. On the other hand, the second factor,
termed "Avoidance Behavior," includes statements indicating strategies employed to avoid or minimize exposure to Social
Media ads, such as switching tabs, muting devices, or scrolling past ads quickly. The third factor, termed "Sharing Behavior,"
comprises statements associated with actively engaging with Social Media ads, sharing them with others, and participating in
discussions about ads within one's Social Media circle. Lastly, the fourth factor, identified as "Perceptual Responses,”
encompasses statements describing emotional and perceptual reactions to Social Media ads, including experiencing various

emotions, finding ads informative and beneficial, feeling nostalgic, and associating ads with comfort and familiarity.
V. CONCLUSION

This study sheds light on the multifaceted nature of social media marketing and its impact on consumer behavior in
Delhi/NCR and Haryana. By examining consumer attitudes and behaviors towards social media advertising, we have identified
key factors influencing advertising effectiveness, including engagement, avoidance behavior, sharing behavior, and perceptual
responses. These findings underscore the importance of crafting authentic, relevant, and engaging content to effectively connect
with consumers on social media platforms. Businesses can leverage these insights to refine their social media marketing
strategies and enhance brand-consumer relationships in the digital age. As social media continues to evolve, ongoing research is

essential to stay abreast of emerging trends and consumer preferences in this dynamic landscape.
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